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ABSTRACT
This research explores the factors that influence customer engagement in the digital era, with a focus on
digital service quality, activity on social media, user experience, personalization of content,
responsiveness and speed of service, and adoption of interactive features. Through systematic literature
analysis, research findings show that these factors have a significant impact on customer engagement
levels. Companies that are able to pay attention to and optimize these aspects in their marketing and
customer relationship strategies tend to achieve higher customer engagement. The practical implication
of this research is that it is important for companies to prioritize providing satisfying and relevant
customer experiences in an ever-evolving digital environment. Additionally, there is still room for further
research in understanding the dynamics of customer engagement in an ever-changing digital context.
Keywords: Customer Engagement, Digital Era, Digital Service Quality, Social Media, User Experience,
Content Personalization, Service Responsiveness, Interactive Features

ABSTRAK
Penelitian ini mengeksplorasi faktor-faktor yang mempengaruhi keterlibatan pelanggan dalam era digital,
dengan fokus pada kualitas layanan digital, aktivitas di media sosial, pengalaman pengguna, personalisasi
konten, responsivitas dan kecepatan layanan, serta adopsi fitur-fitur interaktif. Melalui analisis literatur
yang sistematis, temuan penelitian menunjukkan bahwa faktor-faktor ini memiliki dampak signifikan
terhadap tingkat keterlibatan pelanggan. Perusahaan yang mampu memperhatikan dan mengoptimalkan
aspek-aspek ini dalam strategi pemasaran dan hubungan pelanggan mereka cenderung memperoleh
keterlibatan pelanggan yang lebih tinggi. Implikasi praktis dari penelitian ini adalah pentingnya bagi
perusahaan untuk memprioritaskan penyediaan pengalaman pelanggan yang memuaskan dan relevan
dalam lingkungan digital yang terus berkembang. Selain itu, masih ada ruang untuk penelitian lebih
lanjut dalam memahami dinamika keterlibatan pelanggan dalam konteks digital yang terus berubah.
Kata kunci: Keterlibatan Pelanggan, Era Digital, Kualitas Layanan Digital, Media Sosial, Pengalaman
Pengguna, Personalisasi Konten, Responsivitas Layanan, Fitur-Fitur Interaktif

Introduction
Customer engagement in the digital era has become a vital focus for both practitioners

and academics. numerous studies have explored the relationship between customer
engagement and digital technologies, inclusive of social media advertising and marketing,
digital carrier best, and digital fee applications. For instance, a look at digital charge programs
determined that customer engagement mediated the relationship between client cost
dimensions and client-based total brand equity (Bapat, 2023).

Another study revealed that digital service quality significantly influences customer
engagement, with a greater impact on younger age groups and those with a higher level of
formal education (Sripawatakul, 2023). These findings spotlight the importance of
state-of-the-art know-how and leveraging digital technologies to power customer engagement
in the contemporary business landscape. Numerous powerful techniques for consumer
engagement inside the digital age have been identified through studies. Those techniques
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consist of: making use of Social Media marketing, Social media advertising has been discovered
to persuade purchase intentions thru purchaser engagement. organizations can use social
media platforms to engage with clients and create buy intentions (Prasetyo,2021). enhancing
digital service satisfactory: digital service quality considerably influences customer
engagement, with the impact being extra in more youthful age corporations and people with a
better degree latest formal schooling. Consequently, specializing in enhancing the efficiency,
responsiveness, and interaction dimensions of modern-day digital service greatly can cause
better client engagement (Sripawatakul,2023).

Customer engagement is a concept that refers to energetic interplay and involvement
among customers and brands. It includes present day activities executed through customers,
consisting of interacting with a brand through social media, presenting feedback, taking part in
online communities, or even turning into a brand advocate by recommending services or
products to others (Rasool,2020). consumer engagement now not only consists of transactional
interactions, however also emotional interactions, which includes emotions present day loyalty,
pleasure and association with the brand. Meanwhile, the digital era refers to a period in which
digital technology performs a chief function in nearly each aspect of human existence. This
includes the usage of the net, social media, cell gadgets, massive records, artificial intelligence,
and different technology that allow human beings to attach, communicate, and interact
on-line. Digital technology has modified the way we engage with the world around us, which
includes the way we shop, communicate, work and play (Acar,2016).

So, when we communicate approximately “customer engagement in the virtual age”,
we are talking about how the interplay between clients and types has drastically changed and
brand new the penetration of the ultra-modern virtual era. not best do customers have more
channels to engage with brands, but additionally they have greater manipulation over their
very own reviews. Consequently, advertising and marketing and purchaser family members
techniques need to additionally adapt to those changes, leveraging digital technology to
increase consumer engagement and toughen emblem relationships (Acquaro,2017). Using the
digital era has notably changed the way clients and types interact. In this digital generation, the
phenomenon of modern consumer interplay, or what is better referred to as "client
Engagement", is turning into trendy, complex and critical to recognize. Consequently, research
on "purchaser Engagement inside the digital Age" has very excessive relevance. Despite the
fact that there was today's research on "client Engagement", there's a research gap that desires
to be filled, particularly inside the context of modern day digital generation (Bapat,2023). Much
brand new the existing studies might not pay sufficient interest to the dynamics of brand new
interactions between clients and types in an ever-converting virtual environment. Hence, this
observation ambitions to fill this hole by systematically investigating the current literature.

By using better know-how how customers interact with brands in the digital era,
organizations can discover new opportunities, overcome demanding situations and build
stronger relationships with their clients. Therefore, it was hoped that this research can make an
enormous contribution in enriching the literature on "customer Engagement" and provide
realistic steerage for businesses in growing effective advertising techniques in this digital era.

Research Methods
To research the topic "Customer Engagement in the Digital Age" using the systematic

literature review method, the steps begin with identifying relevant keywords. These keywords
will help in searching for articles that match the research topic. For example, keywords that
might be used are "customer engagement", "digital era", "online interaction", and the like.
After that, the next step is to access relevant academic databases, such as Google Scholar,
ScienceDirect, IEEE Xplore, Scopus. In conducting a search, the author enters a combination of
these keywords and uses quotation marks ("") to search for specific phrases. For example,
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"customer engagement" AND "digital era". After conducting a search, the author found 98
articles relevant to this topic.

Then, the author carried out an article screening process. This is done by reading the
title, abstract and keywords of each article found. Articles that are not relevant to the research
topic will be eliminated. For example, if the article does not directly discuss customer
interactions in a digital context, it will be considered irrelevant and will be filtered out. After
the filtering process, the author obtained 33 articles that were more focused and appropriate
to this research. The number of articles that are successfully filtered will become a dataset that
will be used to carry out further analysis. The articles will then be analyzed systematically,
exploring the main findings, common patterns, and differences between the different studies.

By using this systematic literature review method, the author was able to collect solid
and comprehensive evidence about customer engagement in the digital era. This method
makes it possible to present a holistic and in-depth understanding of the phenomenon, as well
as identify research gaps that need to be filled and future research directions that may be
needed.

Results and Discussions
1. Digital Service Quality

Digital service quality refers to how well a digital platform or service is designed,
implemented, and operated to meet user needs. In the context of this research, digital service
quality includes various aspects, such as speed, reliability, responsiveness and usability of the
user interface. The research results show that digital service quality has a significant impact on
the level of customer engagement. Companies that succeed in providing high quality digital
services tend to have higher levels of customer engagement (Sempe,2021). This indicates that
users feel more satisfied and engaged in interactions with the brand due to positive digital
experiences. Therefore, improving the quality of digital services is an important strategy for
companies to strengthen customer interaction and engagement in this digital era. A focus on
improving the quality of digital services can include various steps, such as increasing page
loading speed, increasing responsiveness to user questions, and simplifying transaction
processes (Delanoy,2020). Thus, this research confirms the importance for companies to
allocate adequate resources to improve and improve the quality of their digital services in
order to increase customer engagement and strengthen brand relationships (Eigenraam,2018).
Hypothesis: There is a positive relationship between digital service quality and the level of
customer engagement. The higher the quality of digital services provided by a company, the
higher the level of customer engagement towards the brand.

2. Activity on Social Media
Activity on social media refers to the level of interaction and activeness of a company

in communicating with customers via social media platforms such as Facebook, Instagram,
Twitter, and so on. Based on research findings, more active activity on social media has been
shown to have a positive impact on customer engagement levels. Companies that actively
interact and communicate with customers via social media platforms tend to achieve higher
levels of customer engagement (Urdea,2021). This shows that customers feel more connected
and engaged with a brand when they have direct access to a company via social media
platforms. Therefore, it is important for companies to utilize social media as a means to build
closer relationships with customers. This can be done by posting relevant and interesting
content, responding quickly to customer comments and messages, holding polls or quizzes that
involve customers, and maintaining consistency in interacting with the audience. By utilizing
social media effectively, companies can increase customer engagement, expand brand reach,
and build stronger customer loyalty in this digital era (Dissanayake,2019).
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Hypothesis: More active activity on social media contributes positively to customer
engagement. The more often a company interacts and communicates with customers via
social media platforms, the higher the level of customer engagement.

3. User Experience
User experience (UX) is an individual's overall interaction with an application, website,

or other digital product, as well as their subjective perception of that interaction. The research
results show that the quality of user experience has a significant impact on customer
engagement. Companies that succeed in providing a seamless, intuitive, and satisfying user
experience tend to see higher levels of customer engagement (More,2023). This is because
users tend to be happier and more motivated to interact with digital platforms that provide an
enjoyable and easy-to-use experience. The importance of good user experience in increasing
customer engagement means that companies need to prioritize the development of their
digital services with UX aspects in mind. This includes user-friendly interface design, intuitive
navigation, fast loading speed, and presentation of relevant and interesting content. In
addition, the integration of interactive features and personalization of content can also
improve the overall user experience (Lajante,2019). By prioritizing good user experience in
digital service development, companies can increase customer satisfaction, strengthen their
engagement, and build closer relationships with brands. It can also help companies
differentiate themselves from competitors and maintain customer loyalty in this competitive
digital era. Therefore, developing digital services that focus on superior user experience is a
strategic step for companies to achieve success in maintaining and increasing customer
engagement (Dovaliene,2016).
Hypothesis: Good user experience in using an app or website increases customer
engagement. The smoother and more intuitive the user experience provided, the higher the
level of customer engagement.

4. Content Personalization
Content personalization refers to the practice of serving content tailored to the

individual preferences, behaviors, and characteristics of each customer. The research results
show that content personalization has a positive impact on customer engagement levels. When
the content presented by a company can be tailored to customers' individual preferences and
needs, customers tend to feel more engaged and interested in further interactions with the
brand (Kushwaha,2017). Content personalization allows companies to present information,
promotions, or offers that are relevant and tailored to each customer's specific interests or
needs. This can be done through the use of customer data, such as purchase history, product
preferences, browsing behavior or previous interactions with the brand. By understanding and
analyzing this customer data, companies can create content that is more relevant and engaging
for each individual. Content personalization also includes the use of technology such as
recommendation algorithms or intelligent systems that can automatically customize content
based on user profiles. For example, an e-commerce site can display recommended products
based on purchase history or products frequently viewed by customers (Hollebeek,2021).
Likewise, social media platforms can customize news feeds or advertisements based on users'
online interests and activities. By implementing content personalization, companies can create
more relevant and meaningful experiences for customers, which in turn increases customer
engagement levels. Customers tend to feel more connected to a brand when they see content
that is truly relevant and useful to them individually. Therefore, content personalization is an
effective strategy to strengthen customer relationships, increase customer retention, and
encourage more active interactions with brands (Demirel,2022).
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Hypothesis: Content personalization increases customer engagement. When the content
presented by a company is tailored to customers' individual preferences and needs, customer
engagement levels tend to be higher.

5. Responsiveness and Fast Response
Responsiveness and fast response are important factors in a customer's experience

with a company. Research shows that the level of responsiveness and speed of service has a
significant impact on customer engagement. Companies that are able to respond to customer
questions or problems quickly and efficiently tend to experience higher levels of customer
engagement. Responsiveness refers to a company's ability to respond to customer requests,
questions, or problems quickly and efficiently (Willems,2023). This includes various forms of
communication, such as via email, telephone, live chat, or social media. Customers tend to feel
appreciated and respected when a company provides a quick and helpful response to their
needs or problems. This can increase customer satisfaction levels and strengthen their
engagement with the brand. Speed ​​of service refers to how quickly a company can provide a
solution or fulfill a customer's request (Krishnadas,2021). This includes delivering products,
resolving problems, or providing required information. Companies that are able to provide
services quickly and efficiently tend to build a good reputation with customers, which in turn
can increase their loyalty and engagement. Thus, responsiveness and speed of service are key
factors in building positive relationships with customers and increasing their engagement.
Companies need to ensure that they have efficient systems and processes to respond quickly to
customer requests and provide satisfactory solutions. Investments in technology and employee
training can help improve responsiveness and speed of service, which can ultimately bring
huge benefits to companies in terms of customer retention and business growth
(Latinovic,2019).
Hypothesis: Responsive and fast service increases customer engagement. When companies
respond to customer questions or concerns quickly and efficiently, customers tend to feel
valued and engage more actively with the brand.

6. Interactive Features
Interactive features in digital platforms are an important element in building customer

engagement. Research shows that the adoption of interactive features can significantly
increase customer engagement levels. These features include a variety of elements designed to
enrich the user experience, such as quizzes, polls, games, and interactive fun user experiences.
Quizzes and polls give customers the opportunity to actively participate with brands
(Khan,2020). They can feel more engaged and connected to a brand when they have the
opportunity to provide feedback, share their opinions, or express their preferences. These
features can also increase customer engagement with digital platforms, extend the time they
spend on a site or app, and increase their awareness of the brand. Additionally, interactive
features such as games or fun user experiences can create a more engaging and entertaining
experience for customers (Poongodi,2021). When customers feel entertained and engaged in
using a digital platform, they are more likely to return and spend more time on it. This can help
increase customer retention and strengthen their bond with the brand. Thus, adopting
interactive features is an effective strategy in increasing customer engagement on digital
platforms. Companies need to consider integrating these features into their websites, apps, or
digital platforms to create more engaging, engaging, and memorable experiences for
customers. By providing enjoyable and valuable experiences, companies can strengthen
relationships with customers and create a loyal and engaged customer base (Khan,2020).
Hypothesis: Adoption of interactive features in digital platforms increases customer
engagement. Features such as quizzes, polls, or interactively fun user experiences can
increase customer engagement levels.
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Research Frameworks

Figure 1. Research Frameworks

Hypothesis:
1. Digital Service Quality has a positive influence on Customer Engagement.
2. Activity on Social Media has a positive influence on Customer Engagement.
3. User Experience has a positive influence on Customer Engagement.
4. Content Personalization has a positive influence on Customer Engagement.
5. Responsiveness and Fast Response have a positive influence on Customer Engagement.
6. Interactive Features have a positive influence on Customer Engagement.

Conclusion
In conclusion, this research confirms that customer engagement in the digital era is

strongly influenced by a number of factors. Research findings show that digital service quality,
activity on social media, user experience, personalization of content, responsiveness and speed
of service, and adoption of interactive features play a key role in increasing customer
engagement levels. Companies that successfully optimize these aspects in their marketing and
customer relationship strategies tend to achieve higher customer engagement. Thus, it is
important for companies to understand the dynamics of interactions between customers and
brands in the ever-changing digital environment and to adapt their strategies according to
these findings. By focusing on providing satisfying and meaningful experiences for customers,
companies can strengthen bonds with customers, increase retention, and gain a competitive
advantage in this increasingly competitive digital era. In addition, this research also shows that
there is still room for further research in understanding the factors that influence customer
engagement in the context of the ever-evolving digital era, as well as in developing more
effective strategies to encourage customer engagement in the future.
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